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Abstract 
The aim of the paper is to present the tourist and image potential of contemporary public 
architecture. 
Wrocław was chosen as the research subject, as it is a historical center with an extremely rich 
architectural heritage, which has enjoyed great interest among visitors for centuries. With the 
announcement of Wrocław as the European Capital of Culture 2016, and then the European 
Best Destination in 2018, its attractiveness increased significantly, which was reflected not 
only in the number of visitors, but also in the advertising materials themselves. 
Both before and after arrival, millions of tourists encounter a multitude of various advertising 
forms, both virtual and printed, which determine the direction of sightseeing and shape a 
specific image and perception of the city. In general opinion, Wrocław is considered a historic 
city, the most interesting places of which are concentrated around the Old Town and Ostrów 
Tumski. The Centennial Hall, built at the beginning of the 20th century, stands out from the 
„newer heritage”. 
The idea of the study, however, was to answer the question whether contemporary architec-
ture is used in any way in the current tourist advertisement of the city. Another goal was to 
identify and list the most frequently appearing objects from the adopted group, and to analy-
ze the manner of their presentation. Based on the collected materials, efforts were made to 
assess the role of the media in creating a tourist product in terms of promoting local architec-
ture in recent years. 
At the same time, an attempt was made to evaluate the role of architecture in creating the 
city’s progressive brand. In the research, the author used the method of analyzing the existing 
statistical data, iconographic research and the method of analyzing the content of advertising 
materials, as well as scientific studies on cultural heritage and tourism in the city. The final 
part of the paper shows that modern architecture can be a significant element increasing the 
tourist attractiveness of the city.
Keywords: Contemporary architecture; Wrocław; city branding; architectural tourism
Resumen 
El objetivo del trabajo es dar a conocer el potencial turístico y de imagen de la arquitectura 
pública contemporánea. 
Se eligió Wrocław (Breslavia) como tema de investigación, ya que es un centro histórico con un 
patrimonio arquitectónico extremadamente rico, que ha gozado de gran interés entre los visi-
tantes durante siglos. Con el anuncio de Breslavia como Capital Europea de la Cultura 2016, y 
luego Mejor Destino Europeo en 2018, su atractivo aumentó significativamente, lo que se re-
flejó no solo en el número de visitantes, sino también en los propios materiales publicitarios. 
Tanto antes como después de la llegada, millones de turistas se encuentran con una multitud 
de diversas formas de publicidad, tanto virtuales como impresas, que determinan la dirección 
de la visita turística y dan forma a una imagen y percepción específicas de la ciudad. En gene-
ral, Wrocław se considera una ciudad histórica, cuyos lugares más interesantes se concentran 
alrededor del casco antiguo y Ostrów Tumski. El Salón del Centenario, construido a principios 
del siglo XX, se destaca del “patrimonio más nuevo”. 
La idea del estudio, sin embargo, era responder a la pregunta de si la arquitectura contempo-
ránea se utiliza de alguna manera en la publicidad turística actual de la ciudad. Otro objetivo 
fue identificar y enumerar los objetos que aparecen con más frecuencia del grupo adoptado 
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y analizar la forma de su presentación. A partir de los materiales recopilados, se ha trabajado 
para evaluar el papel de los medios de comunicación en la creación de un producto turístico 
en términos de promoción de la arquitectura local en los últimos años. 
Al mismo tiempo, se intentó evaluar el papel de la arquitectura en la creación de la marca 
progresista de la ciudad. En la investigación, el autor utilizó el método de análisis de los datos 
estadísticos existentes, la investigación iconográfica y el método de análisis del contenido de 
los materiales publicitarios, así como los estudios científicos sobre el patrimonio cultural y el 
turismo en la ciudad. La parte final del trabajo muestra que la arquitectura moderna puede 
ser un elemento significativo que incremente el atractivo turístico de la ciudad.
Palabras clave: Arquitectura contemporánea; Wrocław; marca de la ciudad; turismo arquitec-
tónico
Resum: 
L’objectiu del treball  és presentar el potencial turístic i d’imatge de l’arquitectura pública 
contemporània. 
Es va escollir Wrocław com a tema d’investigació, ja que es tracta d’un centre històric amb un 
patrimoni arquitectònic extremadament ric, que ha tingut un gran interès entre els visitants 
durant segles. Amb l’anunci de Wrocław com a capital europea de la cultura 2016 i després la 
millor destinació europea el 2018, el seu atractiu va augmentar significativament, cosa que es 
va reflectir no només en el nombre de visitants, sinó també en els propis materials publicitaris. 
Tant abans com després de l’arribada, milions de turistes es troben amb multitud de formes 
publicitàries, tant virtuals com impreses, que determinen la direcció del turisme i configuren 
una imatge i percepció específiques de la ciutat. En general, Wrocław és considerada una ciu-
tat històrica, els llocs més interessants dels quals es concentren al voltant del nucli antic i Os-
trów Tumski. El Centennial Hall, construït a principis del segle XX, destaca del “nou patrimoni”. 
La idea de l’estudi, però, era respondre a la pregunta de si l’arquitectura contemporània 
s’utilitza d’alguna manera en la publicitat turística actual de la ciutat. Un altre objectiu era 
identificar i enumerar els objectes que apareixen amb més freqüència del grup adoptat i ana-
litzar la manera de presentar-los. A partir dels materials recollits, es van fer esforços per ava-
luar el paper dels mitjans de comunicació en la creació d’un producte turístic en termes de 
promoció de l’arquitectura local en els darrers anys. 
Al mateix temps, es va intentar avaluar el paper de l’arquitectura en la creació de la marca 
progressiva de la ciutat. En la investigació, l’autor va utilitzar el mètode d’anàlisi de les dades 
estadístiques existents, la investigació iconogràfica i el mètode d’anàlisi del contingut de ma-
terials publicitaris, així com estudis científics sobre el patrimoni cultural i el turisme a la ciutat. 
La part final del document mostra que l’arquitectura moderna pot ser un element significatiu 
que augmenta l’atractiu turístic de la ciutat.
Paraules clau: Arquitectura contemporània; Wrocław; marca de ciutat; turisme arquitectònic
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The city can be treated as a book, but a special book, a kind of diary written 
over the centuries. Building elements can be compared to letters and words, 
buildings to sentences, and the city to stories. Each generation adds something 
of itself to this plot, tries to start the story from scratch, and sometimes rewrites 
old texts in its own way (Jałowiecki 2007: 152).
Introduction
Each city has some distinctive features that distinguish it from other cities (Adamus 
& Dzik 2019). These are, in terms of marketing, the resources influencing the attrac-
tiveness of the center. This is by no means a new concept. As the history of urban 
planning shows, the city has always been an undertaking aimed at bringing a specific 
result, benefit and profit. This was achieved in a variety of ways and on many levels. 
Nevertheless, architecture played a special and very important role in this case. It tes-
tified to the city’s power and the wealth of its founders and rulers. It was a symbol of 
technological progress, economic development and aesthetic awareness. From both 
an architectural and a branding perspective, buildings were understood and perceived 
as symbols of ‘good taste’, ‘power’ and ‘status’ (Berg & Kreiner, 1990). 
With time, architecture also began to function as a tourist attraction. Cities and gover-
nments, throughout history, used consciously architecture in their promotion (Kava-
ratzis & Ashworth, 2005; Anholt, 2010). With the popularization of the Grand Tour1, 
1.- Editor’s Note. The Grand Tour was popularized exclusively among the ruling classes. In this sense we cannot 
establish a continuity between the Grand Tour and the phenomenon of mass tourism that will be possible from the 
middle of the 19th century with the creation of rail networks, navigation powered by steam and the great appeal of 
the World Expos, especially since the last third of the 19th century. It is at this time that the need to ‘attract foreig-
ners’ appears on the agenda of local and national policies, in a cultural context in the which ‘heritage preservation’ 
(Riegl 1903; Sitte 1889) is becoming dominant in Europe.(Remesar 2016, 2020)
Wrocław bird eye view ©Google Earth
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Main Marquet Square with Town Hall in the center, Wrocław, 2021, photo: N.Bursiewicz
Marquet hall, Wrocław, 2021, photo: N.Bursiewicz Railway station  , Wrocław, 2021, photo: N.Bursiewicz
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knowledge of architecture and art became a sine que non element of every educatio-
nal journey. Since then, consistently, despite the development of mass tourism, the 
cultural heritage has attracted masses of users, providing them with entertainment 
and unforgettable experiences. Thus, cultural tourism has become a priority image 
product of many European cities. It was no different in the case of Wrocław, although 
its popularity as a strictly tourist center began to grow only after the demolition of 
the city walls, and successively with the reconstruction and modernization of the city 
carried out in the 19th century. As a result, the extremely rich history and architectu-
ral heritage of this medieval city were exposed, restoring its monuments and at the 
same time introducing urban and architectural solutions matching the great European 
capitals of that time. 
Wrocław, destroyed in 65 percent as a result of Second World War, has been rebuil-
ding itself over the years, fighting for a higher and higher position both on the national 
and international market. With the announcement of Wrocław as the European Capi-
tal of Culture 2016, and then the European Best Destination in 2018, its attractiveness 
has increased significantly, which was reflected not only in the number of visitors, but 
also in the advertising materials themselves. 
In common opinion, Wrocław is considered a historic city, the most interesting places 
of which are concentrated around the Old Town and Ostrów Tumski. The Centennial 
Hall, built at the beginning of the 20th century, is also highly admired. But what is the 
role of contemporary architecture? Is it used in any way in the current tourist adver-
tisement of the city? Could it be a popular tourist attraction? The above-mentioned 
issues became the starting point for research on the image and tourism potential of 
the city’s contemporary architecture. For this purpose, in the first stage, empirical re-
search was carried out, consisting in searching, collecting and studying the literature 
on the subject, analyzing descriptive sources, and the content of advertising and sta-
tistical materials. Based on the collected material, an attempt was made to assess the 
role of the media in creating a tourist product in terms of promoting local architecture 
in recent years. The idea was also to evaluate the role of architecture in creating the 
city’s progressive brand. 
The article shows that modern architecture can be a significant element increasing 
the tourist attractiveness of the city. It can as well significantly influence the shaping of 
the image of Wrocław. The conducted research allowed to formulate some proposals 
for the future promotion of the city. Consequently, in addition to the theoretical and 
cognitive aspect that seeks to contribute to the academic discussion on city branding, 
this article may also have application significance, as it can be used in the preparation 
of different advertising forms - virtual and printed by the advertising agencies respon-
sible for shaping a positive image of the city.
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Architecture as a brand of the city 
Buildings that played the role of symbols, icons, clear spatial distinguishing marks ap-
peared in every historical period. From the Egyptian pyramids, through Greek tem-
ples, Roman aqueducts, medieval cathedrals, renaissance palaces, baroque churches, 
classicist public buildings, and then factories of the industrial revolution, to 20th-cen-
tury deconstructivist museums. They were not only to perform a specific function, 
but also to be a precise message, an expression of a sense of aesthetics, the latest 
construction achievements, the power and vision of the ruling class. Owing to the fact, 
as highlighted in the Leipzig Charter on Sustainable European Cities 2007, European 
cities possess unique cultural and architectural values. The problematic issue, due to 
its often controversial appearance and low quality, is the architecture of the 21st cen-
tury. This is reflected in the mentioned Leipzig Charter, which clearly emphasizes the 
need to maintain a high standard of building culture. 
The concern about the quality of architecture is related to the change in the approach 
to construction that has been progressing since the 20th century, when the aesthetic 
and functional idea began to be replaced by the glitter, size and scale of media influen-
ce. Architecture was then to be above all notable and noticeable, be seen and talked 
about (Ashworth 2009:14). This concept seems to be systematically deepening and 
gaining popularity. Especially that the rivalry between cities, intensified by e.g. globa-
lization, is more and more fierce and demanding, which in turn forces the search for 
new solutions in many areas, including as part of investments and creative industry 
strategies. It is already proven, cities only achieve a competitive advantage when they 
have resources that are unique or difficult to imitate (Florek 2013, 45). These include, 
among others visual means of expression. Hence, architecture, fully consciously, was 
elevated to the rank of a means of enriching the tourist offer and the image of the city. 
According to the research, in Poland, every third city builds its image using its cultural 
heritage (Glinska et al. 2009: 29). This is in line with S. Anholt’s national brand hexagon 
model, according to which culture and heritage have a significant impact on improving 
the reputation of a given center  (Anholt, 2007: 39–40). 
Well-groomed, visually attractive architecture becomes a captivating scenery that en-
courages multi-sensory perception, watching and admiring. As Yi-Fu Tuan suggests, 
great architecture continues to offer the most direct route out of our mundane ex-
perience, and so it will continue to be  a destination for 21 century pilgrims (Ockman 
et. al. 2005: 11). It is therefore not surprising that cities are seeking to raise funds for 
revitalization, but also to take risks and invest in flagship buildings. They are tempted 
by a vision of international recognition, originality and photographic nature. Through 
a complex positioning process, buildings begin to be identified with a given locality 
(Corbos & Popescu 2011: 305). However, in order to be called icons, they must meet 
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certain criteria. These include, among others uniqueness, ease of adaptation to a gra-
phic symbol (logo), authenticity, noticeability, identification (see Rouba 2012). Objects 
with such features, through their individuality, distinguish the city from the competi-
tion. They become part of a campaign promoting a given area, which can be extremely 
effective.
On the other hand, their spectacularity and uniqueness don’t often correspond with 
quality or timeless value. Many expensive spectacular buildings are more ‘white 
elephants’ than ‘flagships’ - as noted by Gregory J. Ashworth. As a result, they become 
shells that can quickly lose their meaning and can be easily replaced with another, 
even more attractive form. No wonder that such investments raise doubts as behind 
a popularity and “fireworks” there is a small value. The quality of the architecture 
should therefore be of key importance. Only then can it become an effective tool for 
creating the city’s image and a unique tourist product (Temelova, 2004). This was aptly 
put forward by Mitchell Schwarzer, according to whom buildings can be “the boldest 
Ostrów Tumski with the cathedral on the right, Wrocław, 2021, photo: N.Bursiewicz
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signature of urban identity that stand out from their surroundings and lent their cities 
the glamour of instant recognition and allure” (Schwarzer 2005: 25).
The tourist potential of Wrocław in the context of architecture
Wrocław, located in south-west Poland, received city rights in 1261. For centuries, 
as a Polish, Czech (1335), Austrian (Habsburg) (1526), Prussian/German (1741-1945), 
Polish (after 45) city, it played a key role as a center of trade, administration, industry, 
culture and education. Such a centuries-old variety of determinants reflected on the 
urban and architectural image of the city, translating into its originality and distincti-
veness. It also influenced the multicultural nature of the city. Probably, that is why in 
1997, after a visit to Wrocław, the then Pope John Paul II called it “the city of meeting”. 
The formula became for years a recognizable slogan used in the promotion and mar-
keting of Wrocław. However, the city had to prepare itself correspondingly for such 
direction. The appropriate setting played a significant role in this case, i.e. the broadly 
understood aesthetic, architectural and urban aspect, on which the city authorities 
put special emphasis. Thanks to this, when in 2000 the city celebrated the thousand-
year jubilee of its existence, it was able to show its new, modernized image, which had 
an impact on the international arena, and then enabled the organization of internatio-
nal events attracting crowds of tourists and investors. 
A clear impulse for the city’s development were international sports and cultural 
events, such as the European Football Championship 2012 (that constituted an impor-
tant trigger for infrastructural investments like the main train station, the airport, the 
city bypass highway, Wrocław 2016 European Capital of Culture (that aimed at making 
the city a true contemporary meeting point for diverse cultures and people as well as 
restoring the presence of art, culture and beauty in public (Ponzini et. al. 2020: 103, 
108-109), UNESCO World Book Capital 2016, The World Games 2017 (which trans-
lated into greater recognition of the capital of Lower Silesia and increased interest 
in the city and the entire region, according to the Polish Tourist Organization [www.
europeanbestdestinations.com]. Moreover, in 2019 Wrocław was part of the UNESCO 
Creative Cities Network. Thanks to the above events, as well as other promotional ac-
tivities undertaken by the Office in the field of tourism promotion, the attractiveness 
of the city has definitely increased. This is also confirmed by the surveys carried out 
to verify the effects of the European Capital of Culture. According to the expectations 
and perceptions of Poles, such events reinforced Wrocław’s image and become an 
impulse strengthening the city’s development potential (Pluta et. al. 2017: 21). Accor-
ding to the data of the Central Statistical Office, the number of tourists visiting in 2018 
was 1.3 million, placing Wrocław in the third place among the largest cities in Poland 
(Raport o stanie GMiny 2019: 150). 
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Opera House , Wrocław, 2021, photo: N.Bursiewicz
The Main Building of the University of Wrocław, 2021, 
photo: N.Bursiewicz National Ossoliński Institute Wrocław, 2021, photo: N.Bursiewicz
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Centennial Hall, Wrocław, 2021, photo: N.Bursiewicz
These data and research results are also consistent with the awards and distinctions 
received by Wrocław. In 2016, the TripAdvisor portal mentioned Wrocław as the main 
and only Polish city worth visiting, and in 2018 the city received the European Best 
Destination Award, winning over 41,000 votes. Among the greatest attractions, the 
competition organizers mentioned the Market Square, Town Hall, Solny Square, Flower 
Market, University, Market Hall, and Centennial Hall. Currently Wrocław is considered 
by tourists to be a modern, cultural city, the main advantage of which lies in the monu-
ments of architecture and construction as well as other tourist attractions. As part of 
the Multidimensional Ocean Potential of Wrocław study, a nationwide sample (n total 
= 1000), the respondents stated that the city has an interesting architecture (35% de-
finitely yes, 44 rather yes, 47 rather yes) (Pluta et al. 2017: 8-9). 
The Old Town in Wrocław receives the greatest attendance. Hence, the most common 
associations with the city include “colorful tenement houses” located in the market 
square, the market square, the Solny Square, and the Town Hall. Tourists also associa-
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The table includes a list of historical sites that are most popular among tourists Source: Own elaboration.
The table includes a list of contemporary buildings  .  Source: Own elaboration.
List of buildings recognized by tourists
List of buildings that most often appear in popular and industry media
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te Wrocław with churches, especially the cathedral in Ostrów Tumski.. According to 
the Report of the Commune, other architectural objects constituting an undeniable 
tourist attraction include, among others The National Museum, Panorama of the Batt-
le of Racławice, Pod Białym Bocianem Synagogue (Raport o stanie GMiny 2019: 151).
The last 30 years have been a period of transformation and change for Wrocław, 
which, as the current vice-president of the city, Jakub Mazur, emphasizes, is parti-
cularly visible in terms of urban planning and architecture (Światowe Media, 2016). 
On the one hand, revitalization and modernization activities have been undertaken. 
Wrocław renovated lots of buildings, districts and urban areas. On the other hand new 
cultural infrastructure was built (e.g. National Forum of Music). Among the “specta-
cular” investments, Mazur mentions the Music Forum, as well as the main building 
of the Afrykarium. However, these are not all interesting contemporary architectural 
realizations. 
National Forum of Music, Wrocław, photo: N.Bursiewicz (2021)
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The image of architecture of Wrocław in recent tourist commercial
In the majority of the analyzed, printed materials about Wrocław there are mostly 
photographs and descriptions of historical architecture. The only exception is a small 
booklet: “Wrocław. The meeting place”, where many modern buildings were mentio-
ned (Klimek et. al. 2018). There is also  a plan - city’s brochure, prepared as part of the 
European Best Destination 2018 by the City and Tourism Promotion Office, where one 
can find short description of the National Forum of Music and a photo of the Silver 
Tower.
Silver Tower, Wrocław, photo: N.Bursiewicz (2021)
On official portals of Wrocław, historical 
architecture from the Middle Ages to 
the 20th century is primarily mentioned 
(https://visitwroclaw.eu/en/architectu-
re). In the film presenting Wrocław as 
the European Capital of Culture 2016, 
only the Centennial Hall and WUWA were 
shown from the “newer” facilities (Archi-
tektura W … 2015]). Sky Tower however 
is shown many times at the promotional 
spot  (Spotkajmi Sie …, 2020). 
The publications and promotional mate-
rials of the City Hall also include the Na-
tional Forum of Music, Hydropolis (which 
has so far received 13 awards and distinc-
tions for, among others, tourist attracti-
veness and architecture (Raport 2019: 
151]), Afrykarium and the Wrocław Sta-
dium (Biuletyn …; VisitWroclaw, 2018). 
Among Wrocław universities, contempo-
rary architecture (Sky Tower, Stadium) is 
shown in its materials mainly by the Uni-
versity of Economics (Universytet Ekono-
miczny we Wroclawi, 2017). In nationwi-
de materials, if there is any aspect related 
to contemporary architecture, it is most 
often Music Forum, Hydropolis, Sky 
Tower, Stadium or Afrykarium (Pomysl Na 
…, 2017; Polska Jest …, 2016; Welcome to 
…, 2019].
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NAWA, Wrocław, 2021, photo: N. Bursiewicz
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Sky Tower, Wrocław, photo: Jacek Halicki (https://
commons.wikimedia.org)
On travel, thematic and social portals, 
although descriptions of historical ar-
chitecture dominate (wroclawguide; tri-
padvisor; travelsewhere’ theculturetrip), 
contemporary architecture is mentioned 
much more often than in official mate-
rials, especially on YouTube. In this case, 
Oskar Zięta’s NAWA, Wroclavia, Music Fo-
rum, Afrykarium, Hydropolis, Sky Tower, 
dominate (Wrocław in 2 minutes 2018). 
The article in Vogue mentions the OVO 
as “the boldest addition to Wroclaw’s 
buzzing architectural scene” and the Na-
tional Music Forum, being “a place of as-
tonishing architecture inspired in part by 
a violin’s sound box (Burshten, 2016). 
The growing importance of Wrocław in 
the area of contemporary architecture is 
revealed during the analysis of industry 
portals, both domestic and foreign. The 
Archdaily featured articles on: Hydropo-
lis, OVO, Silver Tower Center, Academy 
of Fine Arts, City Stadium, and Concordia 
Design (Archdaily). Dezeen mentioned 
Concordia Design (Dezeen). 
Both portals, as well as the DETAIL maga-
zine, also wrote about the award-winning 
sculpture-pavilion – NAWA by Oskar Zięta, 
which in 2019 was nominated for the Eu-
ropean Union Prize for Contemporary 
Architecture - Mies van der Rohe Award 
[detail]. Wallpaper wrote about the fu-
turistic in shape - OVO, which houses the 
Double Tree by Hilton [Wallpaper]. De-
signboom took note of Concordia Design 
as “building that opens up to visitors in 
all directions”, Afrykarium that “alludes 
to the curvature of a ship”, Marina that 
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“aims to create a coherent urban layout 
along the waterfront”, OVO that “establis-
hes a new vision of urban living within the 
polish city” (Designboom). 
Uncube Magazine devoted the entire 
issue no. 31 to Polish architecture. It in-
cluded three objects from Wrocław: the 
Academy of Fine Arts, the Stadium and 
the so-called “Manhattan” which “woven 
concrete façades hold echoes of the work 
of the Japanese Metabolists” (Uncubema-
gazine). The film prepared by the Polish 
magazine Architektura Murator in coope-
ration with local government authorities, 
and presenting the transformations that 
have taken place in the city’s architecture 
over the last quarter century, showed Sky 
Tower, Music Forum, Renoma, Stadium, 
Airport, Nowe Żerniki, new University Li-
brary (Polska Dojrzalosc, 2017). As part 
of the Strefa Przestrzeni Channel - devo-
ted to architecture, urban planning and 
landscape, the Music Forum, Capitol, Re-
noma and the airport were discussed in 
detail (Strefa Przestrzeni). 
Most of the presentations of Wrocław’s 
contemporary architecture can be found 
on Instagram. Both on the official profi-
le wroclaw_official, as well as numerous 
travelers’ and local people’s profiles: ko-
cham.wroclaw or wroclovers repeatedly 
post pictures of Sky Tower, Stadium, Ovo, 
“Manhattan”, National Forum of Music, 
Silver Tower Center and Renoma De-
partment Store.
Concordia Design, Wrocław, photo: N.Bursiewicz (2021)
Renoma Department Store, Wrocław, photo: 
N.Bursiewicz (2021)
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Conclusions. Contemporary architecture of Wrocław – hidden potential
The results of the research conducted by the author show that architecture can be 
an extremely attractive product for domestic and international tourists but it is rarely 
used by the City Hall as well as other local institutions. Thanks to numerous architec-
tural investments, including such objects as the futuristic shape of OVO, Wrocław is 
consistently gaining attention from the world’s media, which shapes the new, tourist 
image of the city. Nevertheless, still, it is not contemporary but historical architecture 
that is the main destination for tourists. Thus, the Town Hall, the Cathedral and the 
Centennial Hall are the most recognizable and vivid architectural symbols of the city 
itself. 
The analysis of official city websites as well as social media and printed materials 
showed that the city, despite having very good and attractive contemporary architec-
ture, hardly uses it in promotional or marketing materials. Presentations of historical 
architecture prevail in various forms of presenting the city’s tourist offer, i.e. in folders, 
on internet portals or in films. Sky Tower, Afrykarium or Hydropolis appear only mar-
ginally. Taking into account the city’s resources and the potential hidden in the latest 
urban construction, greater efforts should be made to systematically shape the image 
of the city in relation to contemporary architecture. Especially because, according to 
the concept of Haila, investments in icon buildings constitute an important element 
of the urban marketing game (Haila, 1997). However, their promotion is also equally 
important. Meanwhile, as Siegfried Kracauer pointed out, tourists are prepared for 
foreign places through the perusal of illustrated magazines (Kracauer, 1995: 66). The-
refore blogs, social media and advertising materials play such a crucial role. Failure to 
take this element of promotion into account may however be due to several factors, 
including: lack of awareness of the potential of contemporary architecture, ignoran-
ce, fear of misunderstanding and criticism. Usually, what previous generations wrote 
down and created evokes admiration, while what is currently created often gives rise 
to heated discussions and opposition (Jalowiecki, 2007: 151-152). 
On the other hand, from the point of view of the history of architecture, almost every 
new object, which with time became an icon, acted on the basis of a surprise, brea-
king with canons or context, as well as destroying the adopted aesthetic order. The-
refore, initially, it encountered social resistance. In the case of Poles, the matter is 
even more complex, because the last two generations were deprived of the possibility 
of everyday contact with works of contemporary architecture, and therefore do not 
know the aesthetic code that would allow them to evaluate its artistic expression. 
Hence, as emphasized by prof. Jałowiecki, there is so much kitsch and mediocrity in 
the current landscape (Jalowiecki, 2007: 152). 
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Contemporary architecture, however, begins to penetrate the landscape of Polish ci-
ties in small steps, allowing more and more people to deal with it. As a result, there is 
a growing awareness of its importance in creating a modern, progressive city, as well 
as in building a competitive advantage. Because not only historical, but also contem-
porary architecture can be an image of „ cultural and commercial achievements of the 
city and the nation-state” (Julier, 2000: 120 – 121). Therefore the role of architecture 
in branding a city seems truly substantial. Information focused on eyesight enhances 
the power of the message, that is why the more presentations of contemporary archi-
tecture appear in promotional materials, the more beneficial it may be for its image, 
especially since it is a promotion without words, i.e. the one with the greatest impact. 
In the interpretation of the author, who is a Wrocław citizen, Wrocław is not only a 
meeting place in the social sense, but also spatially. It is because styles of different 
epochs, including recent ones, meet there. The architecture is complemented by the 
image of the city that has been shaped for over a dozen years, making it attractive. The 
analysis of the conducted survey research confirmed this thesis. 
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